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Abstract 
This dissertation was written as part of the MSc in Management at the International 
Hellenic University.  
The purpose of this study was the contribution to the understanding of customers' 
perception of digital insurance services. Based on thorough research on literature 
review, the capabilities of the digital insurance services in Greek insurance industry 
and the survey outcomes, the study analyzed the level of satisfaction as an outcome of 
the perceived quality for the provided online digital insurance services, discussed if 
there is a significant difference in preferences and the satisfaction among different 
demographic groups, if the behaviour defers among different insurance phases at the 
level of information research and purchase decision and tested the correlation of 
customers' satisfaction and behavioural intention. Differences in the utilization of 
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1. INTRODUCTION 
According to Capgemini and Efma Global Insurance Report 2020, digital functions have 
grown rapidly in recent years. Even emerging markets in Asia have achieved high 
smartphone use levels, with consumers looking for more digital solutions. This 
adoption of technology is not limited to young people but applies to all age groups 
(https://www.asfalisinet.gr, 2020) 
Global statistics show that the value of capital invested in insurance tech companies 
from 2015 to 2019 increased from $ 3.1 billion for 2015 to approximately $ 13.4 billion 
in 2019 (Statista, 2020).  The development of information technologies supply could 
have a valuable effect on insurance companies which are looking for new 
opportunities in how to use them, such as the utilization of big data, Internet of Things, 
telematics, voice biometrics and analysis, drones and satellites, etc. (Łyskawa et al., 
2019). The public cloud computing market's total size increased from $ 87 billion in 
2015 to approximately $ 208 billion in 2019 (Statista, 2020). The global Big Data and 
business analytics market was estimated at $ 168.8 billion in 2018 and expected to rise 
to $ 273.3 billion by 2022 (Statista, 2020), while the total amount of the global data is 
expected to increase up to 59 zettabytes in 2020. The ever-growing global data is 
strongly connected with digitalization's rapid growth (Holst, 2020).  
In the near future, cloud computing, sensors, smart devices, and real-time analytics 
combination will unveil a new layer of connected intelligence that will greatly improve 
insurers' ability to offer unique and essential digital insurance services (Cappiello, 
2018). Insurance distribution services are gradually transitioning to an omnichannel 
model that is digitally powered (Cappiello, 2018). Digitalization affects every stage of 
the sales process, such as information research, advice, and purchase (Cappiello, 
2018). In respect of information research, although customers in past years required 
personal contact with their insurers (brokers, agents, banks, insurance companies 
employees, etc.), nowadays they mostly get online information and compare online 
products or prices through aggregators (Eling and Lehmann, 2018). In some cases, they 
omit personal contact in the purchase stage, and they complete the product purchase 
online (Eling and Lehmann, 2018).  
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According to past findings, some of the factors that affect consumer behavior in 
respect of digital insurance services are age (Bieck and Tjoe, 2015), the insurance 
phase (Zurich et al., 2016), region (Barwitz et al., 2016), and the product type (Pain et 
al., 2014).  
Research on the satisfaction level and outcomes derived from the usage of electronic 
services in medical officers and customers of Botswana reveals that the level of usage 
of electronic services is positively related to the level of customers' satisfaction 
(Jaiyeoba, Chimbise and Roberts-Lombard, 2017)  
Recent research on customer response to the digitalization of retail banking services 
reveals increasing customer satisfaction for Finland's digital banking services (Nyqvist 
2019). 
Although past surveys in different industries present a positive trend of digital services 
utilization and customer satisfaction, research on the association of digitalization and 
customer behavioral outcomes for the Greek Insurance Industry where consumers still 
seem to be more reluctant to use digital services could lead to different outcomes. 
Furthermore, due to the differentiation of digital services across countries, a survey for 
the customers' preferences on online product research, purchase, and after-sales 
service in Greek Insurance Industry is substantial. 
The outcomes can be useful for the development of the digital strategy of Greek 
insurance companies. They can contribute to managerial decisions regarding the digital 
strategy according to demographic characteristics or different insurance product types 
and phases.  
The main research question of this study is how digitalization in the Greek insurance 
market affects customers' behavior. It focuses on customer preferences on digital 
capabilities, preferences of different demographic groups, utilization of the digital 
capabilities among different insurance sectors, satisfaction through the perceived 
quality of different demographic groups, the relationship between digital insurance 
services' satisfaction through perceived quality and consumer behavioral outcomes. 
In the next chapters, the theoretical and empirical framework analysis serve the goal 
of answering the research question. Specifically, chapter 2 consists of a literature 
review based on theory and past findings regarding digitalization, digitalization of the 
insurance industry, customers' digital interaction preferences, past studies about 
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customer satisfaction, perceived quality, and behavioral outcomes. Furthermore, we 
present the Greek insurance market and provided digital service capabilities.  Based on 
past findings, we are developing the hypothesis to test the influence of the insurance 
services digitalization on customers' behavior. Chapter 3 presents the empirical 
framework by collecting data among Greek insurance companies' customers to test 
the hypothesis. In Chapter 4, we are analyzing the results and their significance with 
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2. LITERATURE REVIEW 
In this chapter, we are presenting and analyzing the theoretical framework of 
digitalization of the insurance industry, customers' digital interaction preferences, 




Digitalization is a term closely related to digitization and many times confused in the 
literature. To clarify the differentiation of those two terms, Brennen and Kreiss (2014) 
suggest that digitization is the conversion of analog streams of information into digital 
bits while digitalization is the restructuring of social life domains around digital 
communication and media infrastructures. Jason Bloomberg (2018) supports that 
digitization is information digitizing, while digitalization contributes to digitizing 
processes. 
Due to the adoption of new digital technologies, digitalization causes changes to a 
company's operating environment. The conversion of products or services into digital 
format may offer benefits over the product (Parviainen et al., 2017). When those 
changes derive from a customer-centric strategy that requires cross-cutting 
organizational change for the implementation of digital technologies and leads to 
business transformation, we refer to digital transformation. Therefore, as Jason 
Bloomberg (2018) suggests, “we digitize information, digitalize processes and roles 
that compose the business's operations, and digitally transform the business and its 
strategy”. 
In the social context, digitalization causes changes in all aspects of human society with 
the application of digital technology (Parviainen et al., 2017).  
In the economic context, Morley, Widdicks and Hazas, (2018) refer to digitalization as 
an increasing usage of Information and Communication Technologies (ICT) with a 
variety of digital technologies.  
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In the corporate sense, digitalization, due to the convergence of the analogue and 
digital environments with emerging technology, improves consumer engagement, data 
accessibility and business processes (Eling and Lehmann, 2018). Eling and Lehmann 
(2018) divide the implemented technologies into three fields. The first is the “data 
acquisition and analysis” field, including artificial intelligence, big data, and the 
Internet of things. The second is “data storage”, which includes blockchain and cloud 
computing technologies. The third is the “communication field”, which includes 
applications, chatbots, roboadvisor, web pages, social networks, video calls and 
platforms. 
 
2.1.1 Digitalization in the insurance industry  
  
The “insurance industry is totally dependent on converting raw data into intelligence” 
about customers, markets, competitors, and business environment (Sumathi and 
Sivanandam, 2006). Coletti (2018) links the digitalization process in the insurance 
sector with technological development and the need for cost-cutting.  
Digital technologies are implemented in most insurance value chain activities, such as 
product design and development, pricing, underwriting, marketing, distribution, 




Figure 1: Insurance value chain digitalization (Source: Swiss Re Institute) 
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Specifically, in product design and development, the use of Big Data assists the 
insurance companies' risk management, as using more and targeted data enables 
them to reorganize the risk pools and decide more appropriate prices for their 
products. Product pricing is also assisted by the application of the Internet of Things 
technology, which provides the opportunity for prevention in insurance underwriting. 
Cloud computing on underwriting, distribution, administration, and claims 
management is useful for the online storage and access on files, digital storage of 
contract information, online access on applications, platforms, and infrastructure 
(Eling and Lehmann, 2018). Communication with the customers at various insurance 
levels, such as policy quotes, claims submissions, and renewals, is enhanced with the 
use of Chatbots (Artificial Intelligence software applications) (Grzadkowska, 2019). 
Also, for a better understanding and service of customers' needs, insurers focus on the 
utilization of customer relationship management systems (Bacsu, McDonald and 
Siddiqi, 2019). What is more, blockchain technology is applied to claims management 
by the launch of smart contracts to the insurance market. Specific terms and 
conditions activate the compensation of such contract holders automatically. Hence 
transactions can process without human intervention (Bramblet, 2018). 
 
 
 2.1.2 The impact of digitalization on the insurance industry 
 
Eling and Lehmann (2018) identify three general categories of change due to 
digitalization in the insurance industry. The first is changes in insurers and customer 
interaction.  The second is using new technologies for business processes effectiveness 
and efficiency atomization, standardization, and improvement.  The third is the 
opportunity to modify existing products and develop new products.  
Parviainen et al. (2017) categorize the impact of digitalization on an insurance 
organization into three categories which are internal efficiency, external opportunities, 
and disruptive change. Internal efficiency refers to the improved way of working and 
the influence of digitalization on all business processes (e.g., automated contracts 
processing, automated underwriting with artificial intelligence, big data). External 
opportunities refer to new business opportunities in the existing business domain and 
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include improved response time and client service and possibilities for new services or 
advanced offerings and acquisition of new customers. Disruptive change involves 
changes in the company's operating environment caused by digitalization. As a result, 
a current task may become useless in the new-modified operations. Such an example 
is the replacement of manual scanning of insurance applications with electronic 
applications.   
Although all aspects of digitalization in an insurance organization may indirectly affect 
the customer experience, in our research, we focus on those which directly affect 
them and discussing digitalization from the scope of customer services and the 
interaction of customers and insurers. 
 
2.1.3 Digital Capabilities of Customer Services in the Insurance Industry  
  
In Shashank (2020) analysis for the digital distribution trends and focus areas in the 
insurance market, One-Step Personalized Quote, e-Proposal, e-Renewal, e-Submission, 
are mentioned as features of distribution platforms that could create a Point-of-Sale 
Customer Experience. Also, remote assistance with communication technologies such 
as video chat, co-browsing, and messaging via distribution platforms assist the speed 
of service compared to traditional communication channels as SMS or e-mail 
communication (reutersevents.com).  
Saik (2020) analyses some of the digital insurance customer service capabilities from 
mobile applications' scope. Such capabilities include chatbot services, product offers, 
the connection of the application to online purchases, guidance on insurance terms 
and conditions, explanation of the utility of insurance products and details about the 
compensation, 24-hour support through the application, push notifications to inform 
the clients that the expiration date of the contract is coming, loyalty discounts. It also 
includes damage prevention and risk management capabilities such as warning about 
any harmful incident in a specific area and machine learning-driven algorithms that 
estimate the insurance premium due to customer behavior and location. Furthermore, 
compensation processes are supported by the mobile applications with the record of 
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medical or vehicle service history, which gives the ability to make a doctor or mechanic 
appointment faster and easier, and the capability to report instantly damage by 
sending photos of the accident through the application avoiding the submission of 
unnecessary documents. What is more, ecosystem capabilities link various services 
(not only insurance services but also financial, medical, or other services) 
(https://www.futuremind.com/). 
Goijarts and van der Meulen (2020) conducted a survey among 1,500 customers from 
the leading 11 Dutch insurance companies to determine the most important digital 
insurance capabilities. The digital capabilities were separated into three categories of 
sales, service, and claims. In table 1 are enlisted the 21 most provided capabilities from 
Dutch Insurance Companies.   
 
Table 1: Digital Capabilities 
 
sales service Claims 




Online claim filling  
Chatbot support while 
orienting 
Option to Change 
personal information 
online 
Help finding a damage 
repair company 
Call support while 
orienting 
Cancel insurance product 
online 
Online tracking of claim 
status 
What's-up support while 
orienting 
Customer service call 
support 
Making online 
appointments with repair 
companies 
Twitter support while 
orienting 
Online insight into 
financial information 
Claim filling on mobile 
phone 




Help find repair company 
non-insured claim 
Connected insurance Digital transition  
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products assistant 




As far as we can see, there are plenty of digital capabilities in the global insurance 
industry that can improve customer experience. In chapter 2.5, we will analyze digital 
capabilities in the Greek context. 
 
 
2.2 Customers’ digital interaction preferences in Insurance Industry  
 
According to Capgemini Financial services Analysis (2020), the channels for insurance 
research are comparison websites and aggregators, company websites, mobile apps, 
interactive games based on insurance online reviews and ratings, reviews from friends, 
and inputs from a branch, agent, or broker while the channels for policy purchase are 
aggregator websites, company website, mobile app, partner websites, a bank offering 
insurance products and branch, agent or broker (Capgemini & Efma World Insurance 
Report, 2020). 
Pwc's research on 9,281 consumers in May 2014 revealed that 71% of surveyed 
customers used some type of digital information before purchasing insurance (e.g., 
aggregators), and 26% of surveyed customers purchased their insurance online 
(www.pwc.com/insurance). When they asked how they would like to interact with 
their insurer, 36 percent answered that they prefer to make a policy amendment 
online, 27 percent to make an online claim report, and 28 percent to make online 
claims tracking (https://www.pwc.nl/nl/assets/documents/pwc-insurance-2020-the-
digital-prize.pdf).  
According to Eling and Lehmann (2017), 84 percent of German customers search 
information for insurance products online, but only 25 percent purchase online (59 
percent although they research online they purchase offline) (Zurich et al. 2016). This 
is also supported by the research of Méndez-Aparicio, Izquierdo-Yusta and Jiménez-
Zarco (2017) on the "Consumer Expectations of Online Services in the Insurance 
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Industry", which reveals that consumers hesitate to use the private area of a 
company's site for their purchases in spite of the high rate of internet use and 
numerous omnichannel solutions. They rather tend to conduct transactions through 
conventional channels to protect their privacy and avoid risk. The use of digital 
channels is directed in less risky procedures such as information checking (Méndez-
Aparicio, Izquierdo-Yusta and Jiménez-Zarco, 2017).   
Eling and Lehmann (2017), regarding Bieck and Tjioe's (2015) findings, reports that 
people under 30 are more open to digital insurance providers.   
What is more, according to the Europe Online Insurance Market report, insurance 
providers' websites and comparison websites affect more non-life insurance customers 
than life insurance customers. This is correlated to comparison websites' easiness for 
customers to select commoditized insurance policies relying on price 
(https://www.mordorintelligence.com).  
 
H1: “There is a significant difference among the customers researching and purchasing 
preferences.” 
H2: “There is a significant difference in the customers' digital preferences among 
different age groups for digital services.” 
H3: “There is a significant difference in the digital preferences of the customers among 
different insurance products.” 
 
2.3 Customer satisfaction 
Customer satisfaction is crucial for any company that wants to stay competitive and 
sustainable (Tripathi, 2014).   
Customer satisfaction is an output of service companies' quality of services (Ikhsan and 
Simarmata, 2020). Customers' expectations are consistently evaluated before buying 
and after the actual purchase. They are satisfied when a certain level of consistency 
occurs and are dissatisfied when the level of consistency is lower (Parker and 
Mathews, 2001). Based on literature (Kotler and Keller, 2009; Parasuraman, Zeithaml 
and Berry, 1985; Pareek, 2014; Tripathi, 2014), the comparison of initial expectations 
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and customers state of mind and feelings after a product or service purchase is widely 
used to evaluate customers satisfaction.  
Chang, Wang and Yang (2009) refer to two broad categories of customer satisfaction: 
transaction satisfaction and overall satisfaction. Transaction satisfaction is 
conceptualized as the once-off emotional reaction to the performance of specific 
characteristics of a service delivery process. Cumulative or overall satisfaction is 
referred to emotions and perceptions dependent on factors that occur over recurrent 
processes (Shankar, Smith, and Rangaswamy, 2003). Overall satisfaction as an outcome 
of service quality is suggested a more accurate indicator than transaction satisfaction 
since it is based on a series of interactions (Heim and Field, 2007).   
Regarding the American Customer Satisfaction Index (ASCI), except for customer 
expectations and perceived quality, perceived value also contributes to customer 
satisfaction.  The determinant perceived value is the perceived level of the product 
quality in comparison with the price charged. With the integration of price information 
into the model, the consistency of the customer satisfaction outcomes increases 
(Anderson and Fornell, 2000). Decreased customer issues and increased customer 
loyalty are considered immediate consequences of increased customer satisfaction 
(Anderson and Fornell, 2000). 
 
 
2.3.1 Customer satisfaction as an outcome of perceived insurance services quality 
 
A significant difference in customer satisfaction among insurance services and other 
kinds of services is the utilization time.  As Paposa S.S., Ukinkar and Paposa K.K, (2019) 
describe in their research about "Variation in Customer Perception Across 
Demographic Profiles in Life Insurance Industry," the outcomes of life insurance 
product purchases are not immediate and thus, do not result in instant customer 
satisfaction. The potential benefits of the insurance product purchased are hardly 
forecasted and take a long time to show their effects (Paposa S.S., Ukinkar and Paposa 
K.K, 2019). This is encountered and in most insurance products such as car insurance, 
home insurance, etc.  Hence, pre-sales thorough information about the terms, 
conditions, and benefits of the insurance product and after-sales services and 
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communication between the Insurance Companies and customers is fundamental in 
the level of interaction and customer satisfaction. Paposa S.S., Ukinkar and Paposa K.K 
(2019) study used various SERVPERF model criteria for the measurement of perceived 
service quality, including an extra criterion which was the technology variable. The 
study shows that service quality has a substantial influence on customer satisfaction.  
The survey dimensions are based on Parasuraman et al. (1985) criteria of service 
quality, which were first divided into ten dimensions. However, after subsequently 
researches, these were collapsed into the five dimensions of tangibles, reliability, 
responsiveness, assurance, and empathy (Parasuraman et al., 1991). 
In the Greek insurance industry, tangibility is not a significant criterion because people 
perceive all features as non‐tangible (Tsoukatos and Rand, 2006). This may result from 
the fact that insurance services are classified between the most intangible services 
(Tsoukatos and Rand, 2006).  
Thus, from the scope of Greek insurance services, reliability, responsiveness, 
assurance, and empathy are more significant dimensions for the level of customer 
satisfaction derived from perceived insurance services quality. 
2.4 Customers’ perceptions for digital services and behavioral outcomes 
A study on the internet banking services in Malaysia shows that responsiveness and 
system availability were two factors that had a great influence on customers' 
electronic satisfaction and that there is a positive relationship of the influence of 
electronic service quality on electronic satisfaction (Ariff et al., 2013).  
Paschaloudis and Tsourela (2015) investigated the impact of electronic services on 
users' cumulative service quality attitudes. The E-S-QUAL model was used for the 
study, which reveals that contact and responsiveness were the two most significant 
dimensions that positively influence customers' cumulative perception of electronic 
service quality.  
Recent research on customer response to the digitalization of retail banking services 
reveals an increasing trend of customer satisfaction for digital banking services in 
Finland but also shows that the female experiences are not as satisfied as the mail 
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customers of digital banking services (Nyqvist, 2019). Performance, effort expectancy, 
responsiveness, reliability, security, overall satisfaction was used as research variables.  
 Alkhouli (2017) study the service quality of the banks' websites in Sweden, its 
influence on customer electronic satisfaction, and subsequently on the users' 
electronic loyalty. Based on Anderson and Srinivasan (2003) findings, by the term 
electronic loyalty, Alkoulis's study describes the clients' loyalty to the electronic 
insurance services and their intention to reuse and recommend those services. The 
four website service quality dimensions, fulfillment, privacy, availability, and efficiency, 
used as criteria for website service quality, positively influence electronic satisfaction. 
Furthermore, there is a positive correlation between electronic satisfaction and 
electronic loyalty.  
Iqbal et al. (2017) also showed that users' satisfaction is positively connected with their 
self-service technology's (SST) loyalty and behavioral intentions. Seven dimensions of 
self-service technology's quality (Lin and Hsieh, 2011) were used (assurance, 
convenience, customization, design, enjoyment, functionality, security). They also used 
Cronin et al. (2000) scale to measure users' loyalty and behavioral intention. The 
dimensions for customer loyalty were intention to reuse and intention to recommend 
the services.  
Ikhsan and Simarmata (2020) also find that customer satisfaction positively and 
significantly affect customers' behavioral intentions. In other words, the better the 
performance of SSTs service quality and customer satisfaction while using self-service 
technology, the more likely the customers will have positive behavioral intentions 
related to self-service technology. 
 
H4: “There is a significant difference in gender satisfaction from digital insurance 
services” 
H5: “Customers satisfaction is positively related to behavioral intention for 
recommendation” 
H6:  “Customers satisfaction is positively related to behavioral intention for reuse” 
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2.5 The Greek Insurance Market 
 
2.5.1 Insurance Groups Production 
 
Based on the balance sheets and solvency ratio, the largest Insurance Groups in the 
production of insurance premiums in the Greek Insurance Market are Ethniki 
Asfalistiki, Eurolife, NN Hellas, Interamerican, Metlife, Ergo, Generali, Europaiki Pisti, 
AXA asfalistiki, and Allianz as depicted in Table 2 (https://www.nextdeal.gr).   
 
 
Table 2: The Largest Insurance Groups by insurance premiums production 2019 in the 
Greek Insurance Market (€ million) 
 
 2019 2018 
Ethniki Asfalistiki 781,1 642,0 
Eurolife 502,1 428,7 
NN Hellas 466,5 421,6 
Interamerican 385,9 372,7 
Metlife 293,8 263,4 
Ergo 239,5 238,9 
Generali 217,8 208,0 
Europaiki Pisti 212,4 191,0 
AXA asfalistiki 169,1 160,4 
Allianz 156,8 164,2 
*source: balance sheets and solvency ratio 
 
 
2.5.2 Digital Capabilities of the ten largest Insurance Groups in Greece 
 
In this part, we present most of the ten largest insurance Groups' digital capabilities in 
Greece, which are provided to their customers, as presented on their WebPages. 
 
 




Digital Capabilities Sources 
Ethniki Asfalistiki Online quotes, online insurance purchase 
(health, car, home), online payment-web pay, 





Eurolife Online communication (click to chat, click to https://insuranceworld.gr/67567/eidis
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call), online car insurance via collaborating 
bank, online contract management “Eurolife 







NN Hellas Online quotes, online access on insurance 
policy, online purchase of insurance policy, 
online access to affiliated hospitals, health 
insurance mobile application “Marera mobile 







Interamerican E-roadside assistance (online accident or 
damage reporting), e-signature, health 
insurance mobile application “Medi-on”, 






Metlife E-claims online platforms for health 
insurance, e-services online platforms for 
contract information, Online requests, 
smartphone applications for heath contract 
information and affiliated hospitals, clinics 





Ergo Telematic applications: “Ergo Drive and Win” 
which rewards with policy discounts safe 
drivers, “Ergo Safe Miles” which turns miles 





Generali Mobile applications: “Generali My Drive” 
which rewards safe drivers, “Generali My 
Road Assistance” digital Roadside Assistance 
& Accident Care service, “My Heath 
Assistance” which provides online 
appointments with doctors and diagnostic 
centers, medical assistance emergency 
button 
e-signature, online quotes 
omnichannel technology: Health insurance 
ecosystem “Life On” which provides the 
capabilities of e-gym, e-nutritionist, e-doctor, 
digital life and health coach, online 
















Europaiki Pisti Online quotes, online portal for Group 
Insurance, online payment, roadside assistant 
mobile application “Car Total App”, 
“Asfalistikos Goneas” mobile app which 
rewards the purchases with collaborated 




AXA asfalistiki Mobile applications: “MyAXAway-car” for car 
accident-claim report and submission, 
“MyAXAway-home” for home accident-claim 
report and submission, “MyAXA Doctor” 
smartphone application for doctor advice, 
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information for affiliated diagnostic centres) 
Allianz Mobile applications: “Allianz My Health”, 
“Allianz Home”, “Allianz Roadside Assistance” 
application which among its services includes 
emergency button for assistance call and 
provides to the company information for the 
location of the accident  
Customer Portal for online car insurance 












2.5.3 Digitalization and Distribution Channels 
 
According to the data of the Hellenic Association of Insurance Companies, the 
distribution channels of insurance products are networks and agents with exclusive 
cooperation, non-exclusive cooperation agents, insurance brokers, cooperation with 
banks (bancassurance), direct sales (sales through correspondence, insurance, 
internet, call centres), secondary activity intermediaries (whose main activity is not the 
distribution of insurance products).  
Regarding Life Insurance, the percentage of sales via digital platforms in the first 
semester of 2020 was 0,01% for individual life insurance products and 0% for Group 
Life Insurance, which indicates that digital capabilities are not utilized to purchase life 
insurance products. Banks seem to be the main channel for selling individual life 
insurance products with 46% sales of total premium and non-exclusive cooperation 
agents. The main channel for the group life insurance products with 32,9% sales of 
total premium production 
(http://www1.eaee.gr/sites/default/files/Review_Life_1_2020.pdf).  
For non-life distribution channels, there are not sufficient statistics. In the European 
(re)insurance federation, there is no data for Greece in the non-life distribution 
channels statistics. In the Hellenic Association of insurance companies, the statistics 
are limited to specific insurance products.   
Regarding property insurance products, according to the 2019 report of the Hellenic 
Association of insurance companies, the predominant form of intermediation was non-
exclusive cooperation with agents (36% of the total premium production of the 
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sector), followed by cooperation with banks (33.6% respectively). The percentage of 
direct sales, including Internet sales, was 7.6% 
(http://www1.eaee.gr/sites/default/files/review_property_2019.pdf).  
Regarding car insurance distribution channels, there are plenty of digital channels but 
no sufficient statistics. Specifically, there are two major price comparison platforms 
(Insurancemarket, Cosmote Insurance), three companies with parallel online and 
direct sales channels (Allianz, Interamerican, Ethniki Asfalistiki),   three banks (Alpha 
Bank, Eurobank, Piraeus Bank) and an online sales company (Hellas Direct) 
(Harinikolaou, 2020, source asfalisinet.gr).   
Both insurance companies that make car insurance corporate online and direct sales 
and online price comparison have additionally home and health and products for 
online insurance (outpatient or medical assistance). At the same time, NN Hellas is the 
only insurance company that provides health insurance programs through corporate 
online and direct platform (NN Direct Health)  (Harinikolaou, 2020, source: 
asfalisinet.gr). 
 
3. RESEARCH METHODOLOGY 
In this chapter, the research approach, questionnaire design, data collection method, 
and reliability of the study are presented and analysed. The quantitative approach and 




3.1 Research Approach 
Considering the limited time for data collection, the research method, which was 
selected for the implementation of the empirical part of this study, was the 
quantitative method.  Although qualitative approaches such as personal observation or 
interviews give more information, they are time-consuming.  A survey with a 
quantitative approach, though it may lack details, it helps to collect the data more 
quickly. Hence, the decision of conducting a survey with a quantitative approach is the 
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most effective way for answering the research questions and testing the research 
hypothesis which arises from the literature review.    
The most common approach for quantitative research is deductive research, in which 
the hypothesis formulation and data collection are based on the theory.   
 
3.2 Questionnaire Design and data collection method 
The survey was based on the literature review theory, and the questionnaire was 
designed in order to understand customer preferences on digital capabilities, the 
relationship between digital insurance services and customer satisfaction, and study 
the relationship between digital insurance services' perceived quality and consumer 
behavioural outcomes.  
 The survey was conducted in the Greek language so that all the responders 
understand the questions clearly.   
 The survey questionnaire was created on the free online service of Google, Google 
Forms. The questionnaire was first distributed to 10 individuals in order to make a pilot 
survey and test the length, wording, sequence, and response time. After the 
corrections according to individuals' feedback, the questionnaire was electronically 
distributed through e-mails and social media to random participants. It was also 
forwarded to individuals through executives of insurance companies and banks.  
 The questionnaire is divided into four main parts. The first part consists of conditions 
of completion and, as a prerequisite, was the responders' age to be over 18 as people 
under the age of 18 are not permitted to purchase insurance policies. The experience 
in digital services (online services, phone-services) was also necessary. What is more, 
the responders read and accepted the conditions of use of their answers and the data 
that they provided.  
 After accepting the conditions, the responders continue to the second part, which 
comprised of 7 demographic profile questions about gender, age, level of education, 
insurance sector that they are insured, insurance sector that they have used digital 
services, insurance company and device which they use for digital insurance services.   
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 An attribute-Scale format was chosen for the implementation of the third and fourth 
part of the quantitative survey. It is recommendable to have from two to five options. 
More answer options than five might diminish the reliability of the answers and do not 
add any noteworthy utility for the questionnaire. Furthermore, from a statistical 
perspective, scales with two response options have less reliability than scales with five 
response options" (Hayes, 2008). Hence, the questionnaires in parts 3 and 4 were 
designed with a five-point attribute-scale ranging from '1-strongly disagree' to '5-
strongly agree'.   
 The third part includes 13 questions about customer interaction preferences among 
the different insurance phases in order to understand the level of utilization of digital 
capabilities.  We divided the insurance phases into four stages, which are, information 
phase, the application phase, the purchase phase, and the after-sales phase. The 
phases are adopted from Bauer, Falk and Hammerschmidt (2006) and modified to 
adapt the insurance context.   
  
Table 4: Customer Digital Interaction Preferences Questionnaire Design 
 






1. I search for information about an insurance 
product/company through websites 
2. I search for information about an insurance 
product/company through comparison portals 
3. I search for information about an insurance 
product/company through social media 
        
Application preferences 
(provider and customer 
agreement of the terms of the 
insurance product and 
sending application) 
Q4 4. I prefer to apply for an insurance product online, 
through websites 
Purchase preferences 
(Accomplishment of the 
transaction – insurance 





5. I prefer to purchase an insurance product online 
6. I prefer to purchase an insurance product via 
credit/debit card 
7. I prefer to purchase an insurance product via e-banking 
8. I prefer to deliver my insurance contract by registered 
e-mail 
9. I prefer to have online account access to download my 
contract 
 
After Sales Service 
preferences 




10. I prefer to manage my contract online (change 
personal information, add or remove coverages, cancel 
the insurance product) 
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relationship building) 
 
Q13 11. I prefer to change insurance contracts online 
12. In case of a claim, I prefer online claim filling 
13. In case of a claim, I prefer online tracking of a claim 
status 
 
The fourth section consists of 16 questions, and the research variables were classified 
into two dimensions, i.e., digital insurance-service perceived quality and behavioural 
loyalty. The variables which were used for measuring customer perceived quality were 
effort expectancy, responsiveness, reliability, security, and customization. The 
questions of this section were partially adopted from the research of Nyqvist 2019 and 
were appropriately modified to adapt to the digital insurance services context.  
Customization questions were adopted and modified from Iqbal, Hassan and Habibah 
(2017). The variables which were used for measuring behavioural loyalty were reuse 
intention and intention to recommend. The questions of this section were adopted 
from Ikhsan and Simarmata (2020), appropriately modified to adapt to the digital 
insurance services context. In table 5, the variables, the respective questions, and the 
sources from which the questions were mined and modified are enlisted. 
 
Table 5: Customer Perceived Quality and Behavioral Loyalty Questionnaire Design 
 






Q1, Q2 1) are easy to learn how to use 














3) Digital insurance services offer a 
quick service 
4) Questions and requests made 
through digital insurance 
services are processed quickly 
5) Digital insurance services make it 














6) Overall, digital insurance 
services are reliable 
7) Digital insurance services deliver 
the promised service on time 
8) Digital insurance services are 












9) Digital insurance services are 
secure 
10) When using digital insurance 














11) Digital insurance services 
provide personalized solutions 
12) Digital insurance services 












13) I will reuse digital insurance 
services 
14) If I must use insurance services, I 





modified from R. 










15) I will recommend digital 
insurance services to my close 
friends 
16) I will talk positively about digital 
insurance services to others 
Adopted and 
modified from R. 






3.3 Survey Reliability and Validity 
 
The attitude data were first tested for reliability, using the internal consistency index 
Cronbach’s alpha to assess data reliability. Tables 6,7, and 8 show that the values in 
the tables are acceptable as their score is over 0,7. Hence, the collected data are 
reliable and suitable for further analysis. 
 
Table 6: Digital Interaction Preferences Cronbach a 
 
Questionnaire Section Number of Questions Cronbach a 
Information 3 0.7299 
Application-purchase 6 0.7005 
After sales-service 4 0.7964 
   




Table 7: Perceived Quality Cronbach a 
 
Questionnaire Section Number of Questions Cronbach a 
Effort expectancy 2 0.878 
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Responsiveness 3 0.837 
Reliability 3 0.867 
Security 2 0.8489 
Customization 2 0.9226 
   
Overall 12 0.9528 
 
Table 8: Behavioral Loyalty Cronbach a 
 
Questionnaire Section Number of Questions Cronbach a 
Reuse Intention 2 0.9298 
Recommentation 2 0.9536 
   
Overall 4 0.9381 
 
3.4 Survey Limitations 
This study will exclude customers under 18 years of age since they are not allowed to 
purchase and use insurance services independently. Mobile applications were 
excluded from digital capabilities. Hence digital capabilities were limited to online 
services. 
 
4. DATA ANALYSIS AND DISCUSSION 
In this chapter, we will present, analyze and discuss the responses to the survey.  
The results are presented in graphical representations, in the Greek language, without 
interpretation.  
 
4.1 Sample Results 
The population in the research comprises Greek citizens. The target population is 
people who have used digital insurance services. We collected 268 responses, but 
those meeting the selection criteria (people who have used digital insurance services) 
were 233 responses. As far as we can see, 86,9% of the sample have used digital 
insurance services. 
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Figure 2: Distribution of users and nonusers of digital insurance services 
 




Figure 3:  Gender distribution of the participants 
 
From the 233 responders the 129 were female (55,4%), the 103 were male (44,2%) and 














Figure 4: Age distribution of the participants 
 
As is presented in Figure 4, 44,2%, a total of 103 responders were of the age 25-34. 68 
responders (29,2%) belong in the age group 35-44, 29 responders (12,4%) in the group 
of 45-54, 15 responders (6,4%) were 55-64, 14 responders (6%) were 18-24 and 4 
responders (1,7%) above 65 years old. 
 
4.2.3 Educational Background 
 
Figure 5: Educational background of the participants 
 
 
Regarding the educational background results, 50,6% of the responders have a 
bachelor's degree, followed by those who have primary education with a percentage 
of 22,7%, those who possess a bachelor's degree with 21,9%, Ph.D. graduates with 3%, 
and 1,2% with other degrees. 
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Figure 6:  Insurance sector and use of digital services distribution 
 
 
In this part of the questionnaire, the responders could select more than one answer. In 
Figure 6, we can see the number of insured responders in each sector and the number 
of responders who have used digital insurance services. Analytically, in the car sector 
were insured 202 (86,7%) responders while 182 (78%,1) have used digital insurance 
services. 42 (18%) responders were insured in the home sector, while only 17 (7,3%) 
have used digital insurance services. 122(52,4%) responders were insured in the health 
sector while only 67 (28,8%) have used digital insurance services, 41(17,6%) 
responders were insured in the life sector while only 27 (11,6%) have used digital 
insurance services. 7 responders were insured in other sectors, while 12 have used 
digital insurance services in other sectors. The percentage of those who have used 
digital insurance services in the car sector compared to those insured in the car sector 
is 90,09%, while in the life sector, the percentage is 65,85%, in health 54,91% and 
follows home sector with the lowest rate of 40,4%. Based on the results, we could 
suggest a difference in the customers' preferences among different insurance 
products, with the car sector having the highest rate of digital services utilizing. 
Comparing life with the car sector, we could support the theory that comparison 
websites and insurance company websites have a more positive effect on non-life 
insurance customers because of the ease of customers choosing commoditized 
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insurance products based exclusively on price (https://www.mordorintelligence.com). 
However, we cannot support this theory for the health and home insurance sectors as 
the rates are lower than life sectors' products. 
  
4.2.5 Insurance company 
 
Figure 7: Company in which the responders are/were insured 
 
The questionnaire was forwarded to customers of the ten largest Greek Insurance 
Groups (based on the balance sheets and solvency ratio) through insurance 
companies' executives. It was also forwarded thought executives of Greek banks and 
through e-mails and social media randomly.  Figure 7 presents the distribution of the 
Greek insurance companies that the responders were insured. 
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4.3 Digital Interaction Preferences 
 
4.3.1 Preferred device 
 




Figure 8 shows that the most responders (48,5%) use their mobile phones as a primary 
device for digital insurance services followed by those who use their desktop (30%),  
laptop (14,6%), tablet (6,4%) and one responder who stated other preferences (0,4%). 
 
 
4.3.2 Research and purchase preferences 
 
To test if there is a significant difference among the customers researching and 
purchasing preferences, we first conducted a normality test that revealed that the 
compared data are not normally distributed. Thus, we used the Mann-Whitney U test, 
a non-parametric test, to test whether online insurance services preferences are 
significantly different under the information research phase and the purchase phase. 
The Null Hypothesis Ho is “there is no significant difference among the online research 
and purchase preferences.” We run three U-tests to compare the data of the three 
variables of online information research (websites, comparison portals, and social 
media) with the online purchase data.   
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Figure 8: Result details online searching for information via websites in comparison 
with online purchase preferences. 
 
In Figure 8, we can see the result details of the U-test for the values of online website 
information research and online purchase preferences. The U value is 17385.5. The 
distribution was approximately normal. Therefore, a z-score was used, and the result 
of the z-score is 6.71366. The value of p is < .00001 and the result is significant at p < 
.05. Thus, we reject the null hypothesis and suggest a significant difference among the 
customers' website researching and purchasing preferences. 
 
Figure 9: Result details online searching for information via social media in comparison 
with online purchase preferences. 
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In Figure 9, we can see the result details of the U-test for the values of online 
information research via social media and online purchase preferences. The U value is 
24650. The distribution was approximately normal. Therefore, a z-score was used, and 
the result of the z-score is -1.71582. The value of p is 0.04272, and the result is 
significant at p < .05. Thus, we reject the null hypothesis and suggest a significant 




Figure 10: Result details online searching for information via comparison portals in 
comparison with online purchase preferences. 
 
In Figure 10, we can see the result details of the U-test for the values of online website 
information research and online purchase preferences. The U value is 17281.5. The 
distribution was approximately normal. Therefore, a z-score was used, and the result 
of the z-score is 6.78521. The value of p is < .00001 and the result is significant at p < 
.05. Thus, we reject the null hypothesis and suggest a significant difference among the 
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4.3.3 Age and preferences 
 
In this part of the research, we test if there is a significant difference in the customers' 
digital preferences among different age groups for digital services. Originally there 
were six age groups in the questionnaire, but for the needs of the analysis, we merged 
the age groups into the three groups of 18-34 (A group), 35-54 (B group), and above 54 
(C group).  
To analyze the data, we used the Kruskal-Wallis test, as the normality test revealed 
that the data do not follow the normal distribution. In Table 9, we can see the results 
of the Kruskal-Wallis test. The null hypothesis Ho is "There is no significant difference 
in the customers' digital services preferences among different age groups." Analyzing 
the results, we can see that p values are in all variables above 0.05 except the research 
of information via social media; thus, except the Q2 variable, we cannot reject the null 
hypothesis. Interpreting the results, we can suggest that except for the Q2 variable, 
there are no significant differences in the customers' digital preferences among 
different age groups. 
 








> 54     
N (233) 117 97 19     
 
T A (sum 
of ranks) 
T B (sum of 
ranks) 
T c (sum 
of ranks) H P-Value 
Q1. Information via 
websites  13967.5 10891 2402.5 0.9951 0.60802 
Q2. Information via 
Social Media 14266.5 10244 2750.5 6.6212 0.03649 
Q3. Information via 
Comparison portals 13584.5 11676.5 2000 0.84 0.65706 
Q4. Application online 13607 11395.5 2258.5 0.0322 0.98405 
Q5. Purchase online 14554 10358.5 2348.5 3.8161 0.14837 
Q6. Purchase 
credit/debit 13806.5 11114.5 2340 0.3093 0.85671 
Q7. Purchase e-
banking 12899 12103.5 2258.5 2.4803 0.28934 
Q8. Deliver e-mail 13660 11072 2529 1.2604 0.5325 
Q9. Deliver online 
(download) 14120.5 11384.5 1756 2.8974 0.23699 
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Q10. After sales 
manage online 14356 10855.5 2049.5 1.7382 0.41933 
Q11. After sales 
change insurance 
online 14150.5 10793 2317.5 1.2055 0.573 
Q12. After sales 
online claim filling 13717 11019 2525 1.3051 0.52072 
Q13. After sales 
online claim tracking 13840.5 10967.5 2453 0.9862 0.61073 
 
 
4.4 Satisfaction through perceived quality and Behavioral Outcomes 
 
4.4.1 Satisfaction through perceived quality 
 
Figure 11 shows the calculations of each variable's means, which were used to 
measure customers' perceived quality of satisfaction, and the means of each direction 
(effort expectancy, responsiveness, reliability, security, and customization). As far as 
we can see, the overall score of reliability (3.154) is the lowest compared to the other 
dimensions. Noteworthy is also responders' low score (3.073) about the contribution 
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4.4.2 Gender Satisfaction 
 
In this part, we will use Independent-Samples two-tailed U-test to determine whether 
the medians of male and female are statistically different regarding the satisfaction 
through perceived quality and understand if there are significant variations between 
those two different groups.  
In table 10, we present the results of the U-test calculations. As far as we can see, each 
variable's results indicate that there was no significant difference in male and female 
satisfaction through the perceived quality of digital insurance services as p values are 
all above 0.05 for each variable. Hence the null hypothesis "There is no significant 
difference in gender satisfaction through perceived quality from digital insurance 
services" is not rejected.  
  Furthermore, we calculated the average mean for males, which is 3.24, and for 
females, which is 3.27 at an attribute scale from 1 to 5. Hence, we could assume that 
the level of satisfaction through the quality dimensions of effort, responsiveness, 




Table 10: Gender Satisfaction through perceived quality 
 
variables male female        







score p   
Q1. Effort 





The result is not significant at 
p < .05 
Q2. Effort 
expectancy  115.7 117.14 6561 
0.161
44 0.87288 
The result is not significant at 
p < .05 





The result is not significant at 
p < .05. 





The result is not significant at 
p < .05. 





The result is not significant at 
p < .05. 
Q6. Reliability 120.5 113.3 6231 -.811 0.41794 
The result is not significant at 
p < .05. 
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Q7. Reliability 114.03 118.47 6389 
0.499
09 0.61708 
The result is not significant at 
p < .05. 




The result is not significant at 
p < .05. 




The result is not significant at 
p < .05. 






The result is not significant at 
p < .05. 




The result is not significant at 
p < .05. 





The result is not significant at 
p < .05. 
 
 
4.4.3 Customer satisfaction and recommendation 
 
Literature review findings support a positive correlation between customer satisfaction 
through perceived quality and intention for a recommendation. To test the correlation 
of our data, we used Spearman’s Rho non-parametric test. Tables 11 and 12 show the 
results of the calculations. The values of r indicate a positive or negative relationship. 
The nearer the values to zero, the weaker the relationship between the variables is. If 
the r-value is 1, then we have a perfect positive correlation, while if the r-value is -1, 
we have a perfect negative correlation. 
 
Table 11: Satisfaction through perceived quality and Recommendation (Q15) 
 
variables Q15. Recommendation (Mean = 117) 
n = 233 r Correlation P-Value 
Q1. Effort expectancy   0.432 
moderately positively 
correlated .000 
Q2. Effort expectancy   0.356 
moderately positively 
correlated .000 
Q3. Responsivenes   0.376 
moderately positively 
correlated .000 
Q4. Responsiveness   0.375 
moderately positively 
correlated .000 
Q5. Responsiveness   0.335 
moderately positively 
correlated .000 
Q6. Reliability   0.462 moderately positively .000 
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correlated 
Q7. Reliability   0.425 
moderately positively 
correlated .000 
Q8. Reliability   0.375 
moderately positively 
correlated .000 
Q9. Security   0.488 
moderately positively 
correlated .000 
Q10. Security   0.382 
moderately positively 
correlated .000 
Q11. Customization   0.454 
moderately positively 
correlated .000 





Table 12: Satisfaction through perceived quality and Recommendation (Q16) 
 
variables Q16. Recommendation (Mean = 117) 
n = 233 r Correlation P-Value 
Q1. Effort expectancy   0.393 
moderately positively 
correlated .000 
Q2. Effort expectancy   0.329 
moderately positively 
correlated .000 
Q3. Responsivenes   0.368 
moderately positively 
correlated .000 
Q4. Responsiveness   0.357 
moderately positively 
correlated .000 
Q5. Responsiveness   0.35 
moderately positively 
correlated .000 
Q6. Reliability   0.449 
moderately positively 
correlated .000 
Q7. Reliability   0.388 
moderately positively 
correlated .000 
Q8. Reliability   0.356 
moderately positively 
correlated .000 
Q9. Security   0.473 
moderately positively 
correlated .000 
Q10. Security   0.364 
moderately positively 
correlated .000 
Q11. Customization   0.441 
moderately positively 
correlated .000 




The test results in a p-value equal to zero. By normal standards, the association 
between the two variables would be considered statistically significant.  
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As far as we can see, r-values are above zero, and there is a moderately positive 
correlation between all the variables of satisfaction through perceived quality and the 
two variables of recommendation. Hence, the results support the theory that there is a 
positive correlation between customer satisfaction through perceived quality and 
intention for a recommendation. 
 
4.4.4 Customer satisfaction and reuse 
 
A positive correlation between customer satisfaction through perceived quality and 
intention for reuse is supported by the literature review findings. To test the 
correlation of our data, we used the Spearman’s Rho non-parametric test, and the 
results are presented in Tables 13 and 14. 
 
 Table 13: Satisfaction through perceived quality and reuse (Q13) 
 
variables Q13. Reuse intention (Mean =117) 
n = 233 r Correlation P-Value 
Q1. Effort expectancy   0.399 
moderately positively 
correlated .000 
Q2. Effort expectancy   0.418 
moderately positively 
correlated .000 
Q3. Responsivenes   0.442 
moderately positively 
correlated .000 
Q4. Responsiveness   0.413 
moderately positively 
correlated .000 
Q5. Responsiveness   0.459 
moderately positively 
correlated .000 
Q6. Reliability   0.524 
moderately positively 
correlated .000 
Q7. Reliability   0.45 
moderately positively 
correlated .000 
Q8. Reliability   0.364 
moderately positively 
correlated .000 
Q9. Security   0.514 
moderately positively 
correlated .000 
Q10. Security   0.385 
moderately positively 
correlated .000 
Q11. Customization   0.503 
moderately positively 
correlated .000 
Q12. Customization   0.503 
moderately positively 
correlated .000 
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Table 14: Satisfaction through perceived quality and reuse (Q14) 
 
The test results in a p-value equal to zero. By normal standards, the association 
between the two variables would be considered statistically significant.  
As far as we can see, r-values are above zero, and there is a moderately positive 
correlation between all the variables of satisfaction through perceived quality and the 
two variables of reuse. Hence, the results support the theory that there is a positive 







variables Q14. Reuse intention (Mean =117) 
n = 233 r Correlation P-Value 
Q1. Effort expectancy   0.451 
moderately positively 
correlated .000 
Q2. Effort expectancy   0.437 
moderately positively 
correlated .000 
Q3. Responsivenes   0.441 
moderately positively 
correlated .000 
Q4. Responsiveness   0.457 
moderately positively 
correlated .000 
Q5. Responsiveness   0.466 
moderately positively 
correlated .000 
Q6. Reliability   0.537 
moderately positively 
correlated .000 
Q7. Reliability   0.486 
moderately positively 
correlated .000 
Q8. Reliability   0.426 
moderately positively 
correlated .000 
Q9. Security   0.513 
moderately positively 
correlated .000 
Q10. Security   0.436 
moderately positively 
correlated .000 
Q11. Customization   0.549 
moderately positively 
correlated .000 
Q12. Customization   0.576 
moderately positively 
correlated .000 
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5. Conclusions 
 This thesis aimed to understand customer preferences on digital capabilities, to 
analyze if there are significant differences in the preferences of different demographic 
groups, to discuss the level of utilization of the digital capabilities among different 
insurance sectors, and study the relationship between digital insurance services' 
perceived quality and consumer behavioural outcomes. 
Most of the research participants (86,9%) had an online experience of digital insurance 
services. 48,5% of those who had an online experience chose the mobile phone as the 
preferred device for the online interaction, followed by those who used desktop (30%).   
Regarding the utilization of online capabilities in the Greek insurance market, the 
literature review shows that there are plenty of digital distribution channels basically 
for car and non-life products but no sufficient statistics for the level of utilization of 
them. According to the surveys' participants' responses, the car sector has the highest 
rate of digital services utilizing as a percentage of those who have used digital 
insurance services in the car sector compared to those insured in the car sector was 
90,09%, while in the life sector, the percentage was 65,85%. This could be explained 
from the theory of the ease of customers choosing commoditized insurance products 
based exclusively on price according to the Europe Online Insurance Market report 
(https://www.mordorintelligence.com) while life insurance products are more 
complicated and an expert's advice is necessary for the interpretation of the terms and 
conditions of such products. 
Regarding the research and purchase preferences, the survey results are in accordance 
with the literature review's theory that there is a significant difference between online 
research and purchase preferences (Eling and Lehmann, 2017; Méndez-Aparicio, 
Izquierdo-Yusta and Jiménez-Zarco, 2017; www.pwc.com, accessed: 2020). As the 
positive z-score indicates, the websites and comparison portals score is higher than the 
mean average, and we could support that Greek insurance customers prefer to use 
websites of the companies and comparison portals for information purposes rather 
than purchasing online. Hence, Eling and Lehmann (2017) indications that customers 
prefer to research online and purchase offline and Méndez-Aparicio, Izquierdo-Yusta  
and Jiménez-Zarco (2017) indications that consumers tend to conduct transactions 
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through conventional channels and use digital channels for less risky procedures such 
information checking are accepted in the websites and comparison portals scope. 
 Although past findings suggest differentiation of digital preferences among different 
age groups (Eling and Lehmann, 2017), this cannot be supported by our survey's 
outcomes, which reveals that there are no significant differences among different age 
groups.  
The perceived quality results through the dimensions of effort, responsiveness, 
reliability, security, and customization did not reveal any significant difference among 
males and females. Thus, the theory of a difference in gender satisfaction (Nyqvist, 
2019) is not supported by the outcomes of the current research. Both genders' level of 
satisfaction through the perceived quality results was moderate to satisfy.  
Responsiveness and reliability were the two dimensions with the lowest rates of 
satisfaction. According to literature (Ariff et al., 2013; Paschaloudis and Tsourela, 
2015), responsiveness is one of the most important factors which influence customer 
satisfaction. Hence, special attention should be paid to improvement on the easier 
resolution of problems. Performance without errors should be also improved for a 
better experience and more positive customer perception.   
A moderately positive correlation between customers' satisfaction through perceived 
quality and customers' behavioural loyalty (recommendation and reuse) was also 
revealed from the survey. Those findings are supportive of the theory of a positive 
relationship between customer satisfaction and loyalty (Alkhouli, 2017; Iqbal et al., 
2017; Ikhsan and Simarmata, 2020).  Thus, the improvement of digital services and 
consequently customers' satisfaction through the effort, responsiveness, reliability, 
security, and customization dimensions could lead to maintaining the existing 
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6. Limitations and Scope for future Research 
The present research analysed customers’ preferences, satisfaction through perceived 
quality, and behavioural outcomes with a survey based on online digital capabilities of 
the Greek Insurance Industry.  
Future research can be carried out on the following points: 
• A survey based on mobile applications capabilities utilization 
• A qualitative survey on the Greek insurance companies’ employees’ perception 
for digitalization 
• A study on the preferences among digital and traditional insurance services in 
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